Introduction
In the film Slumdog Millionaire, the central character Jamal Malik gains employment in a Mumbai call centre as a chai wallah. Scenes from this workplace, particularly the one in which Jamal stands in for a customer service representative and mishandles a call from a Scottish customer, resonate with the multiple images and perceptions popularly associated with the Indian call centre: cultural and linguistic difference and misunderstanding, crowded and fast-paced workplaces, the youth of its upwardly mobile workforce, technological domination, the concealment of the centres' locations and the ambiguous identities of employees. Although myths persist, such as that presented in the film of management giving agents daily updates of UK soap operas so that they can better empathize with customers (Taylor and Bain 2005), these representations do reflect a material reality, the relocation of interactive service work from the English-speaking developed economies (principally the United States and the United Kingdom) to the developing countries 2004; 2005) arising from this new international division of labour, and explored within the Indian context issues of work organization and management control that had stimulated early academic interest in the call centre in the UK and elsewhere. Still others have pursued a more specific interest in human resource management practices (Batt et al, 2005; Budhwar et al, 2005; 2009) and in employee relations and trade union organization (Noronha and D'Cruz 2006; Sandhu 2006; Taylor and Bain 2006b; 2008; Taylor et al. 2009) . Surprisingly, though, less attention has been paid to the political economy of offshoring and to the organizational restructuring and process re-engineering that have accompanied relocation (Dossani and Kenney 2003; 2007; Taylor and Bain, 2003; 2005; 2006a) .
Although this literature as a whole now constitutes a considerable body of knowledge on work and employment in Indian call centres, it remains focused on the international centres servicing overseas customers and has almost entirely neglected the 'domestic' segment, which services Indian customers. To reinforce the point of neglect, a recent edited collection on Indian BPO ( 
